Abstract. This paper gives a brief description of the starting points for the experiments the SICS team has performed in the 2006 interactive CLEF campaign. Our experiments attempted to coax out social behaviour out of assessing usefulness of images for the illustration of a text, but found that the experiment design was not sensitive enough to find reliable results.
Keywords Can Be Obscure
Flickr, the database chosen for this years interactive CLEF experiments, does not offer direct image search capabilities; searching for images in the database is done by searching keywords attached to the images by photographers or in some cases other viewers.
Searching for images using textual cues is a challenging task. There are many non-conventionalised keyword schemes, especially in a context such as Flickr, where keywords can be freely chosen. In Flickr, to compound the complexity of the task, the keywords frequently are given in several languages.
This means that we expect image viewers to be unsure of finding the right answer in Flickr.
Hypothesis 1: Viewers are uncertain of whether they have found everything that they set out to find.
Terms are Related by Their Distribution
How could technology improve the sense of confidence viewers have in the results they have found? Our contention is that the descriptive qualities of a term are partially obscure to a user, and that this obscurity is exacerbated by cross-lingual effects -trying to use keywords in a foreign language will be more daunting than using terms in one's own. From other recent research we have investigated the effects of using distributional data to postulate semantic relations between terms [3] and in this experiment we make use of distributional similarity to provivde related terms. We display the terms used by the user, together with distributionally related terms in a word space screen for the user.
Hypothesis 2: By displaying the terminological space of tags related by distributional analysis to the ones used by the viewer we can encourage users to further search activity.
Evaluation of user satisfaction is a contentious issue. The target notion of "Relevance" -related to and inspired by the everyday notion -in evaluating information retrieval systems is formalized to be an effective tool for focused research.
Much of the success of information retrieval as a research field is owed to this formalization. But "Relevance" does not take user satisfaction or information need fulfilment into account. It is unclear how it could be generalized to the process of retrieving other than factual accounts. It is binary, where the intuitive and everyday understanding of relevance quite naturally is a gliding judgment. It does not does not take sequence of presentation into account -after seeing some information item, others may immediately lose relevance.
Trying to extend the scope of an information retrieval system so that it is more task-effective, more personalized, or more enjoyable will practically always carry an attendant cost in terms of lowered formal precision and recall as measured by relevance judgments. This cost is not necessarily one that will be noticed, and most likely does not even mirror a deterioration in real terms -it may quite often be an artefact of the measurement metric itself. Instead of being the intellectually satisfying measure which ties together the disparate and vague notions of user satisfaction, pertinence to task, and system performance, "Relevance" gets in the way of delivering all three.
The underlying hypothesis of our research activities is that the target notion for evaluating information access systems needs to cater for more than just topical relevance.
Hypothesis 3:
User satisfaction is measurable and quantifiable in some respects.
First Experiment
Twelve users first performed the three experimental tasks (as described in the track overview [1] ):
-Topical ad-hoc retrieval: Find as many European parliament buildings as possible, pictures from the assembly hall as well as from the outside. -Creative open-ended retrieval: Find five illustrations to the article "The story of saffron" -Visually oriented task: What is the name of the beach where this crab is resting? (along with a picture of a crab lying in the sand).
This year's iCLEF did not contribute to the evaluation by requiring any specific metrics to be employed. Our evaluation has centered on the user experience of completion and satisfaction rather than accuracy. The three metrics we have employed are 1. Happy (all tasks): Are you satisfied with how you performed the task? 2. Complete (creative task, ad-hoc task): Did you find enough, or would you have continued if there had not been a time limit? How long would it have taken to make you satisfied, do you think? 3. Quality (creative task): Compare the illustrations with some given set. Are any of these better than your retrieved images?
As an additional metric, after a query has been performed, a terminology display of the terms used is displayed, where the terms employed by the user are displayed in order, together with other terms, related to the original terms by distributional metrics. The users can browse through the word space, and return to Flickr to rerun searches: we tabulate the number of additional searches made through this interface.
First Results and Lessons Learnt
Firstly, our test subjects expressed hesitation to use terminological suggestions which they did not themselves understand, even if they would have been likely to understand the results of the retrieval. This gave us further reason to think about trust and what mechanisms would motivate users to explore information sources in any given direction. Secondly, the visual task proved either very difficult or very simple: if the subjects figured out they were to use the German term for "crab" they immediately solved the task -without that insight they did not succeed. The results of that task were too binary to provide any deeper insights in task solution strategies or suitable aid systems. Thirdly, the creative task proved both challenging and entertaining, but takes some further finesse to evaluate appropriately. We chose to explore the constraints of that task further in a continued experiment.
Second Experiment: Simulated Social Context
One of the basic human behavioural guides is that other people's actions are useful guides to find interesting and effective places to be. Most people like to hang out with their crowd, or indeed with any crowd. This is well established both anectodally and research-wise, and we take it as given. The research field of social navigation is to a large extent based on this hypothesis [2] . In addition, there is a complementary and not entirely unrelated hypothesis that accounts for much of social behaviour which we study as part of this experiment: people like to make a mark on the world. This is less self-evident, and will involve much larger variation between people -personality differences and social effects of various types dampen or strenghten the tendency for people to express themselves. But even here, we will for the purposes of this study presume that people in general wish to make a noticeable difference in some way.
We want to see if the above two behavioural motivating factors will translate into observable behaviour in interacting with computer systems. Specifically, we believe that in an assessment task -a task where people assess the suitability of some item for some purpose -these factors will effect how people grade and judge items that they are informed others have assessed before them.
Hypothesis 4: People will tend to follow their peers in assessing subjective worth of items.
Hypothesis 5: People like to give assessments that make a difference for the end value of the item under consideration.
These hypothesized mechanisms are to a degree mutually incompatible. We will try study them simultaneously in the same experimental setup.
We used the given sets of illustrations as a target category for our experiment: the assessment of images is for an nonverbal and impressionistic task, which we presume will aid us in coaxing out the effects of social context from the results of the experiment. In this case, the subjects were asked to assess the illustrations given by the subjects of the previous experiment.
Any social interface hinges crucially on the selection of the peer group to relate behaviour to -in this case, the selection of users is done from an established social context (visitors to a personal photo blog) but this fact is not stressed in the interface itself. The interface displays viewing statistics, and the result of the study will be based on observed difference in behaviour dependent of different displayed statistics, following the hypothesis that viewing statistics will both influence subjects to want to follow the example of others as well as to want to issue assessments that make a difference to the end result.
Along with the image sets, statistics about how many had viewed the various sets as well as their average rank hitherto were displayed. Unknowingly to the subjects, these figures were all fake and were given in two versions. Figure 1 gives the numbers that were displayed in the two conditions: in one of the conditions (b) the "previously viewed by" figure given to the subjects was higher than the other. Two of the sets were not changed, to preserve a control case. 
Continued Results
The results from our first survey turned out to go in several directions. 35 subjects completed the survey. A summary of the results can be found in Figure 2 . 
Hypotheses Revisited -a Disappointment
Our expectation was, following our hypotheses, that in the condition with large numbers of previous views, subjects would tend to adhere to the displayed score -following the crowd, as it were; in the conditions with fewer views they would tend to diverge -finding an opportunity to make a difference.
The differences for sets 1 and 5 are the most significant (0.9 < p < 0.95 by Mann Whitney U) but the results are equivocal. In the case of set 1, indeed the subjects who were given the larger number of previous viewers did score the set closer to the given score. In the case of set 5, the given figures for the sets were identical, and only indirectly can the displayed figures for previous viewers have influenced the result. The varying tendency to diverge from the given score cannot be reliably traced to the two different conditions.
Lessons Learnt
Better control for content: In the case of section 3, apparently the quality of the selected images so overwhelmingly convinced the subjects as to majorise any other effects. Better distinction between conditions: In our next cycle of the study we will boost the differences between the two conditions to better tease out differences. Interaction design issues: We attempted to design an interface where the variables under study would be prominent without being obtrusive and an interaction case which would at least resemble a real application. The current interface enjoined subjects to make decisions even where they may not have had a strong opinion. We will amend this is the next cycle.
Conclusions
We found that the experimental methodology was promising, the subjects interested, opinionated, and committed to providing results of some usefulness. The results, by contrast, were somewhat equivocal. We will pursue this design further in continued interactive experiments. 
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